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主な経歴

◼ Before joining EY, he worked for a government financial institution and a global consulting firm.

◼ In recent years, along with supporting policymaking for tourism, he has been playing a leading role 
in offering data utilization platform services in cooperation with local governments and tourism-
related operators throughout Japan. Now he is recognized as one of the leading experts in 
ecosystem and platform businesses.

◼ Tama Graduate School Visiting Proffessor “Tourism For Economic Development and Human Development”

◼ Committee Member of the Japan Tourism Agency 

◼ Promotion of tourism DX

◼ Functional enhancement for JNTO certified Foreign Tourist Information Centers

◼ Secure and Train Local Tour Guide

◼ Evaluator for Sustainable Countryside Stay Models Creation Support Program



Agenda

◼ Environment Surrounding Generative AI

◼ The Impact of Generative AI on the Tourism Industry

◼ What business strategies should be considered in the era of 
generative AI?



Environment Surrounding Generative AI
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ChatGPT, famous for its generative AI, achieved 100 million users in just two months, a 
speed that can be seen as overwhelming compared to other well-known content.

Source: Prepared by EY based on various press materials

The Impact of ChatGPT
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The market size for AI is accelerating and is expected to grow at a CAGR of 35.5% through 
2030. Generative AI is expected to have a significant impact, with estimates of an 
additional 15-40% market boost and a 7% increase in GDP.

AI Market
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*1 Created by EY based on “Artificial intelligence (AI) market size worldwide in 2021 with a forecast until 2030”, STATISTA, https://www.statista.com/statistics/1365145/artificial-intelligence-market-size/
(access on 19th April 2024)
*2 Created by EY based on “The economic potential of generative AI: The next productivity frontier”, McKinsey & Company, https://www.mckinsey.com/capabilities/mckinsey-digital/our-insights/the-economic-
potential-of-generative-ai-the-next-productivity-frontier#business-and-society (access on 19th April 2024)
*3 Created by EY based on “Generative AI could raise global GDP by 7%”, Goldman Sachs, https://www.goldmansachs.com/intelligence/pages/generative-ai-could-raise-global-gdp-by-7-percent.html
(access on 19th April 2024)

Generative AI could have an 
annual economic impact of 
$2.6 trillion to $4.4 trillion 
when applied industry-wide 

(an additional 15-40% of 
the economic impact of 

non-Generative AI)*2

Generative AI could 
increase global GDP by 7% 
(about $7 trillion) over 10 

years and boost 
productivity growth by 1.5 

percentage points *3

https://www.statista.com/statistics/1365145/artificial-intelligence-market-size/
https://www.mckinsey.com/capabilities/mckinsey-digital/our-insights/the-economic-potential-of-generative-ai-the-next-productivity-frontier#business-and-society
https://www.mckinsey.com/capabilities/mckinsey-digital/our-insights/the-economic-potential-of-generative-ai-the-next-productivity-frontier#business-and-society
https://www.goldmansachs.com/intelligence/pages/generative-ai-could-raise-global-gdp-by-7-percent.html
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AI is expected to have a major impact in the areas of personalization, automation of work 
(efficiency), and deepening communication, and many efforts are underway.

Use case of AI

Communication
• Improvement of UX 

through chat-style 
interaction rather than 
selecting from a listing 
(incl automatic 
language translation, 
etc.)

• Evolution of 
communication 
channels by generating 
avatars, etc. (XR)

Automation
• Improvement of 

operational efficiency 
and productivity

• Automatic 
arrangement of travel 
itineraries

• Automated matching 
of customer needs

Personalization
• More personalized 

travel suggestions 
based on data from 
past experiences, etc.

• Expected to increase 
travel satisfaction

AI
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Is this really the only impact AI will have?
Is there any impact that will disrupt existing business models?



The Impact of Generative AI on the Tourism 
Industry
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Three possible changes that could occur with the introduction of generative AI are ① a change in the 
vector of data collection, ② a shift in business models, and ③ a change in the human resources 
required.

Three changes caused by AI

Changing vectors of 
data collection①

◼ Can we really dig deep into traveler personas in tourism, where data collection for 
personalization is attempted but limited in frequency?

◼ Can small- and micro-scale operators other than major platformers participate in this 
trend?

Business Model 
Transformation②

◼ Are travelers really getting their needs met by the intermediary business of travel 
agencies and OTAs as in the past?

◼ Will suppliers continue to wait for travel agencies and OTAs to send their customers 
without access to travelers themselves?

Changes in human 
resources required in 

the region
③

◼ Is there a real need for data scientists and other advanced data analysis personnel in the 
region?

◼ What kind of human resources do we really need?

Direction of Change Background Issues
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Currently, customer management is carried out on a facility-by-facility basis, which means that the 
traveler's image is captured only in fragments and the value of the customer experience is limited, 
making personalization a major challenge.

①Changing vectors of data collection: fragmented real image of travelers

Restaurants Retail
Accommodation

• Each facility only gets a "fragmentary" glimpse of travelers, 
which obscures their true needs and limits the customer 
experience that can be offered

• When travelers conduct direct research on areas that match 
their desired destination, they may be unaware of the full 
range of attractions and services offered by tourist facilities, 
creating a risk of reduced experiential value.

Information 
managed individually

Traveler

Offer a variety of services and 
accumulate traveler information 
through vertical integration

Collaboration among businesses 
to consolidate traveler data
(Business collaborations)

Data received directly from the 
traveler

(1)

(2)

(3)

• By gathering data from travelers, it becomes feasible to 
not only chronicle their journey experiences but also to 
understand their emotional responses (perspectives) 
throughout their travels, which could lead to more 
personalized service offerings

Previous 
approach

es 
Only the red segment of 

the traveler's persona was 
visible for individual 

companies attempting to 
access data

Important 
approaches 

going 
forward

Challenges in current customer information 
management

Approaches to obtaining traveler information
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The concept of VRM, where individuals manage their own data and provide it to companies, rather 
than CRM, where companies collect, manage, and approach customer information, will become more 
important in the future.

①Changing vectors of data collection: new vectors of customer information management (VRM)

DB

DB

DB

Transaction 
history, 
personal 

information, 
etc.

Recommendation  
based on past 

data

DB

Transaction 
history, 
personal 

information, 
etc.

Services provided 
according to traveler 

requirements

CRM
（Customer Relationship Management）

VRM
（Vendor Relationship Management）

What kinds 
of business 

models 
are possible?

Traveler Traveler

Retail

Restaurants

Accommodation

Retail

Restaurants

Accommodation

Offer data
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While AI is expected to increase recommendations, personalization, and operational efficiency, don't 
you really want to propose services that respond to dynamically changing demand and determine 
your own travel process, just like buying that day's dinner ingredients at the supermarket?

②Business Model Transformation: Current Business Model and Challenges

Demand side Supply side

Travelers

Basically, based on historical data
Recommendation
Personalization

The purpose of a trip should be very 
different depending on the emotions of the 
moment, the people traveling with you, etc. 

Is recommendation and personalization 
based on historical and relevant data really 

what travelers are looking for?

Improving Business Efficiency and 
Productivity with AI

Sophistication of customer service

While the impact on the cost side is 
significant, do we just continue to wait for 
the travelers to be sent by agencies and 

OTAs without knowing what their needs are?

Expected 
Effect

Suppliers
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AI could bring back power to suppliers for the first time and the structure of 
industry could change dramatically.

②Shifting business models: Changing roles of travel agencies and OTAs

Demand Supply
Travel 
Agents

inventory
Request Travel 

Image

Demand SupplyOTAs

inventory

Select form the listing
Recommendation

by historical record 
and data

Demand Supply
AI

Matching
PF

Bid or 
Suggest their 

service

Request Travel
 Image

> ≫

>

<>

<

Past
(offline)

Now
(online)

Future

First time ever communicate with each other online

• Travelers are in a somewhat stronger position 
because travel agencies cannot assess 
demand without listening to travelers' needs.

• On the other hand, suppliers are in a relatively 
weak position in the structure of providing 
inventory to travel agencies and receiving 
customers.

• Travelers often choose from OTA listings and 
tend to rely on OTAs

• Suppliers continue to provide inventory to 
OTAs and are in a relatively weak position in 
the structure to have their listings and 
receiving customers from OTAs.

• Travelers can visualize their needs online and 
plan more personalized trips online, as they 
have in the past

• Suppliers can for the first time directly access 
and communicate with travelers on the travel 
demand that is being visualized.
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AI will facilitate supplier participation by visualizing and unbundling travelers' needs and 
will further accelerate the shift to an industry structure that empowers suppliers.

②Transformation of business model: Empowerment of suppliers

Travelers

Retail Restaurant Accommodation Activity

Traveler’s 
demand

• Visualization of ambiguous needs
• Visualization of diverse requests for group 

travel and solo travel (previously, select from a 
list of those that fit the criteria).

• Propose services that your company can provide 
to meet the needs of your clients (until now, this 
has generally been done through standardized 
text in listings).

Unbundling Needs 
Empowering Suppliers

A more local and 
personalized experience is 

possible.

Increased sophistication of 
services

You can get customers 
directly by yourself online.

Creating this vector is important.

Suppliers
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With the advent of generative AI, the human resources required have shifted from 
“how to analyze data” to "how to interpret data.

③ Changes in human resources required in the region: Toward human resources with the ability to read and understand data

As-Is

To-Be

With the advent of generative AI, human resource development has shifted from “personnel who can analyze data” 
to "personnel who have the ability to read and understand data.

Set the data Analysis Interpreting the results
Reflect in strategies 

and policies

Collect and maintain data 
for analysis

Obtain and analyze 
spreadsheets and 

statistical analysis methods

Interpret the numbers to 
see what the results of the 

analysis mean.

Based on the analysis 
results, reflect them in 
future strategies and 

measures

Acquisition of 
analytical skills 
is a bottleneck 
(lack of human 

resources)

No analysis, and therefore no subsequent process.

Generative AI performs 
some analysis

Cultivating the 
ability to read and 

understand 
numbers is the key 
to human resource 

development.

Data collection and 
maintenance continue to 

be important



What business strategies should be 
considered in the era of generative AI?
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AI is just a tool, and it can be used as a mechanism to naturally draw out the needs of travelers or to 
compensate for a shortage of human resources, but at the end of the day, overall design based on 
collaboration among companies and human judgment is important.

Direction of Business Strategies to Consider in the Era of Generative AI

・・・

AI

How can we find out 
what travelers' needs 

are?

Can you find out the 
traveler's behavior and 

preferences outside of the 
trip?

Let AI do the data analysis, 
etc., and how do you 

interpret the numbers?

Can we use AI as a discussion partner 
to make decisions?

How can routine tasks be transferred 
to AI to free up resources for 

customer service and management?

Travelers

Management 
Employees

Local 
companies

◼ The key to personalization is 
how to understand the needs 
of travelers

◼ When information other than 
travel is needed, the focus is 
on how to promote 
cooperation with businesses 
that have many touch points 
with travelers (consumers).

◼ It is important to compensate 
for the shortage of human 
resources with AI, but at the 
end of the day, “judgment” by 
humans is important.

◼ To develop human resources 
who can foster the ability to 
make decisions

Utilization
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The report on generative AI can be downloaded here

Access from here Access from here
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EYとは、アーンスト・アンド・ヤング・グローバル・リミテッドのグローバルネットワークで

あり、単体、もしくは複数のメンバーファームを指し、各メンバーファームは法的に独立

した組織です。アーンスト・アンド・ヤング・グローバル・リミテッドは、英国の保証有限

責任会社であり、顧客サービスは提供していません。EYによる個人情報の取得・

利用の方法や、データ保護に関する法令により個人情報の主体が有する権利に

ついては、ey.com/privacyをご確認ください。EYのメンバーファームは、現地の

法令により禁止されている場合、法務サービスを提供することはありません。EYに

ついて詳しくは、ey.comをご覧ください。

EYのコンサルティングサービスについて

EYのコンサルティングサービスは、人、テクノロジー、イノベーションの力でビジネスを変革し、

より良い社会を構築していきます。私たちは、変革、すなわちトランスフォーメーションの

領域で世界トップクラスのコンサルタントになることを目指しています。7万人を超える

EYのコンサルタントは、その多様性とスキルを生かして、人を中心に据え（humans@

center）、迅速にテクノロジーを実用化し（technology@speed）、大規模にイノ

ベーションを推進し（innovation@scale）、クライアントのトランスフォーメーションを

支援します。これらの変革を推進することにより、人、クライアント、社会にとっての長期的

価値を創造していきます。詳しくは、ey.com/ja_jp/services/consultingをご覧く

ださい。

© 2025 EY Strategy and Consulting Co., Ltd.

All Rights Reserved.

ED None

本書は一般的な参考情報の提供のみを目的に作成されており、会計、税務およびその他の

専門的なアドバイスを行うものではありません。EYストラテジー・アンド・コンサルティング株式会社

および他のEYメンバーファームは、皆様が本書を利用したことにより被ったいかなる損害について

も、一切の責任を負いません。具体的なアドバイスが必要な場合は、個別に専門家にご相談

ください。

ey.com/ja_ jp

EY  |  Building a better working world

EYは、クライアント、EYのメンバー、社会、そして地球のために新たな

価値を創出するとともに、資本市場における信頼を確立していくことで、

より良い社会の構築を目指しています。

データ、AI、および先進テクノロジーの活用により、EYのチームはクライ

アントが確信を持って未来を形づくるための支援を行い、現在、そして

未来における喫緊の課題への解決策を導き出します。

EYのチームの活動領域は、アシュアランス、コンサルティング、税務、

ストラテジー、トランザクションの全領域にわたります。蓄積した業界の

知見やグローバルに連携したさまざまな分野にわたるネットワーク、多様

なエコシステムパートナーに支えられ、150以上の国と地域でサービスを

提供しています。

All in to shape the future with confidence. 
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